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INTRODUCTION
Researchers and marketers show a growing interest in the research of consumers' decision-making styles to understand how and why people shop. Sproles and Kendall (1986) define a consumer decision making style as a mental orientation characterizing a consumer's approach to making choices. This concept is important to marketing because it determines consumer behavior and is relevant for market segmentation (Sproles and Kendall, 1986; Walsh, Hennig-Thurau, Wayne-Mitchell and Wiedmann, 2001) . Although decision-making styles have been examined in various cultural environments, the generalizability of Consumer Style Inventory (CSI) instrument has not been established yet (Lysonski, Durvasula and Zotos, 1996; Hanzaee and Aghasibeig, 2008; Yasin, 2009; Anić, Piri Rajh and Rajh, 2009; Walsh, Hennig-Thurau, Wayne-Mitchell and Wiedmann, 2001) . Consumer Style Inventory (CSI) is a comprehensive instrument developed by Sproles and Kendall (1986) used for measuring consumer decision making styles. More research is needed to examine consumer decision making styles and to test CSI instrument in different countries. Having a reliable and valid instrument is a prerequisite for creating shopping orientation profile of consumers that can be used to guide marketing strategy.
The purpose of this research is to examine decision making styles and the applicability of Sproles and Kendall's CSI instrument among young-adult consumers in the Republic of Macedonia. The objectives of the paper are: (1) to assess the reliability and construct validity of CSI instrument in the Republic of Macedonia, (2) to segment young-adult consumers by their decision-making styles, (3) to determine differences among segments relative to their decision-making styles, and (4) to determine gender differences in decision-making styles among young-adult consumers in the Republic of Macedonia. Data collected by consumer survey were analyzed using Cronbach alpha coefficients, exploratory factor analysis and kmeans cluster analysis.
To address the issues described above, we conduct an empirical study which builds on the stream of research that attempts to test the generalizability of the consumer styles inventory (Sproles and Kendall CSI research, 1986; Lysonski, Durvasula and Zotos, 1996; Mitchell and Walsh, 2004; Anić, Piri Rajh and Rajh, 2009 ). There is no study on consumers' decision making styles in the Republic of Macedonia. Since the Republic of Macedonia belongs to the less developed transition countries with lower levels of income where the traditional way of life coexists with ongoing modernization, it is questionable whether the CSI instrument that was established for developed countries are also applicable in developing country. As we test the CSI instrument, we may refine the theory by findings from the environment of the Republic of Macedonia with respect to consumers' decision-making style segments and gender differences.
Several managerial implications might be derived from this study. Marketers might use the findings to segment consumers according to their decision-making styles, to target and position their products more effectively. International companies might use the findings of this study to tailor their marketing strategies to specific characteristics of consumers when entering the market of the Republic of Macedonia.
The paper starts with the theory of consumers' decision making styles. The methodology used is presented in section three, which is followed by research results in section four. Section five includes conclusions, limitations of the research, and future research directions. Sproles (1985) and Sproles and Kendall (1986) conceptualized the Consumer Styles Inventory (CSI), which is an early attempt to systematically measure shopping orientations using decision-making orientations. One of the most important assumptions of this approach is that each individual consumer has a specific decision-making style resulting from a combination of their individual decision making dimensions. Originally, the instrument contained 50 items to measure general orientations towards shopping, and in 1986 Sproles and Kendall developed 40 items instrument, calling it the consumer style inventory (CSI). They validated eight different decision-making dimensions from a sample of U.S. high school students. The CSI dimensions are: (1) Perfectionism or high-quality consciousnesscharacteristic that describes a perfectionist, high-quality conscious consumer who searches for the very best quality in products, and is not satisfied with the "good enough" product; (2) Brand consciousness -a characteristic identifying those consumers who buy more expensive, well-known national brands. They believe that a higher price means better quality, and prefer best selling advertised brands; (3) Novelty-fashion consciousness -characteristic indicating consumers who are fashion and novelty conscious, and seek out new things. For them it is important to be up-to-date with styles; (4) Recreational, hedonistic shopping consciousness -a characteristic identifying those consumers who find shopping pleasant and shops for the fun; (5) Price consciousness -a characteristic identifying those consumers who look for sale prices and are conscious of lower prices. They are concerned with getting the best value for their money, and are likely to be comparison shoppers; (6) Impulsiveness -a characteristic identifying those consumers who do not plan their shopping, and are unconcerned about how much they spend; (7) Confusion from over choice -a characteristic identifying those consumers who have difficulty making choices, and experience information overload; (8) Brand-loyal orientation towards consumption -a characteristic identifying those consumers who have favorite brands and stores. They stick with their brands and go shopping each time they shop.
THEORY OF CONSUMERS' DECISION MAKING STYLES
Past research on CSI test the applicability of CSI instrument in various countries. Although, consumer decision-making style represents a relatively consistent pattern of cognitive and affective responses, national culture has been proven to impact significantly on individual values and attitudes (Hofstede, 1980) , thus, culture is expected to have a significant influence on consumer decision-making style (Cheryl, Bennett and Hartel, 2005) . There have been differences in applicability of CSI instrument across various environments, since some dimensions showed a poor reliability and need some modifications (Siu, Wang, Chang and Hui, 2001; Walsh, Hennig-Thurau, Wayne-Mitchell and Wiedmann, 2001; Mitchell and Walsh, 2004) . However, there are studies that established elements for validity for eight characteristics of consumer style in several countries (Sproles and Kendall, 1986; Wesley, LeHew and Woodside, 2006; Anić, Piri Rajh and Rajh, 2009 ). Therefore, it might be expected that young-adult consumers in the Republic of Macedonia express eight decision making styles.
Other studies examine the potential of CSI for market segmentation purposes (Walsh, Hennig-Thurau, Wayne-Mitchell and Wiedmann, 2001; Akturan and Tezcan, 2007; Anić, Piri Rajh and Rajh, 2009 ). The study of Walsh, Hennig-Thurau, Wayne- Mitchell and Wiedmann (2001) identified the following meaningful and distinct decision-making groups: value oriented consumers, the demanding comparison shoppers, impulsive consumers, emotionally dominated consumers, brand-oriented and shopping enthusiastic consumers, fashion conscious consumers. Therefore, it might be expected that young-adult consumers in the Republic of Macedonia might be classified in different consumer segments according to decision-making styles.
There are also studies that seek to understand how gender affects consumers' approaches to decision making. Past research indicates males and females differ with respect to decision-making process and emotional expression in purchasing behavior. While men tend to be less involved in shopping than women, women like shopping and often have the primary responsibility for the supply of grocery goods (Underhill, 1999) . Women tend to spend more time shopping, make more purchases and purchase a higher percentage of products on an unplanned basis, although the women's roles in households change so does their shopping behavior. One study on gender differences found only four common factors to both males and females, and five additional separate male and female factors (Mitchell and Walsh, 2004) , so that it can be expected that male and female consumer decision-making styles vary in the sample of the Republic of Macedonia.
METHODOLOGY
Data on CSI dimensions were collected using survey administered to 304 undergraduate students at the Faculty of Economics in Skopje in 2010. As in most replications of the CSI (Mitchell and Walsh, 2004) , student sample was used to demonstrate whether the CSI inventory can be applied to the Republic of Macedonia. Since young people are eager to consume, are conscious of their experience, they are valid consumers for this study (Sproles and Kendall, 1986) . Sample profile is presented in Table 1 . Items used in the questionnaire were taken from Sproles and Kendall (1986) . The instrument contained 40 Likert-scaled items, ranging from one to five, where one equals "strongly disagree" and five equals "strongly agree". The items used in this research are listed in Appendix 1. Cronbach alpha coefficients were calculated to quantify the scale reliabilities. For the second step the construct validity of the consumer styles was examined using exploratory factor analysis. Then, K-means cluster analysis was employed to develop consumer typology based on CSI, while the differences in CSI's between consumers' segments were analyzed using the analysis of variance (ANOVA). Consumer segments were identified and named based on mean scores on each CSI factor. ANOVA was used to test the gender differences in CSI dimensions.
RESEARCH RESULTS

Assessment of reliability and construct validity
Reliability of scales was assessed using Cronbach alpha coefficients. Values of Cronbach alpha if deleted were calculated for each item. Items that decrease Cronbach alpha coefficients of respective scales were deleted from further analysis (i14, i18, i27, i31). Table 2 shows the results of reliability analysis. 0.728 Note: "r" denotes negative items that were recoded before the analysis.
Construct validity was assessed using exploratory factor analysis. First run of exploratory factor analysis indicated that there are five items that have low factor loading on respective factor and high factor loading on some other factor (i4, i5, i7, i8, i19). These five items were deleted from further analysis. Table 3 shows second run factor structure after varimax factor rotation. There were eight factors as conceptualized in the literature, with 63.0% of explained variance. The results of exploratory factor analysis indicate acceptable level of convergent and discriminant validity. As expected, the results of this study indicate that young adult consumers in the Republic of Macedonia express eight decision making styles. Those decision making styles are: (1) perfectionism or high-quality consciousness, (2) brand consciousness, (3) noveltyfashion consciousness, (4) recreational, hedonistic shopping consciousness, (5) price consciousness, (6) impulsiveness, (7) confusion with over choice, (8) brand-loyal consumption. This result is in line with other similar empirical research (Sproles and Kendall, 1986; Wesley, Le Hew and Woodside, 2006; Anić, Piri Rajh and Rajh, 2009 ).
CSI Segments
K-means cluster analysis was employed to classify consumers according to their decision making styles. Items mean values were calculated for each factor using only items that remained after the reliability and construct validity assessment. These mean values were taken as an input in k-means cluster analysis. K-means cluster analysis produced two homogeneous segments of consumers. Significant differences between consumers' segments were found for all consumers' decision making styles, except for confused by over choice style. As expected the young-adult consumers in the Republic of Macedonia might be classified in different consumer segments according to decision-making styles. This result is in line with other research, indicating that CSI instrument might be used for segmentation purposes (Anić, Piri Rajh and Rajh, 2009 ). The results of k-means cluster analysis are presented in Table 4 . On average, young-adult consumers in the Republic of Macedonia express high tendency towards perfectionism and recreational and hedonistic shopping. At the same time they express lower tendency towards impulsive shopping. They seem to plan their shopping trips in advance. On average, young-adult consumers in the Republic of Macedonia are still not confused by over choice. This is maybe because there are still not a large numbers of different brands in the market from which consumers could choose while doing shopping. The average values of brand consciousness and brand loyalty for both segments can be explained by the fact that most of the brands and stores that are present in the market are not so much involved in building long-term relationships with customers i.e. they do not develop customer loyalty programs, and do not give rewards cards, club cards nor loyalty cards). Recreational shopper is more loyal to brand and store than the economic shopper.
The characteristics of identified two clusters were examined based on the cluster means. The following labels were developed: Segment 1: Economic consumers and Segment 2: Recreational consumers. Economic consumers are very price conscious and tend to shop around for the lowest price (Bellenger and Korgaonkar, 1980) . At the same time, those consumers are more interested in functional benefits of the products, oriented towards solving externally generated consumption needs (Park, Jaworski and MacInnis, 1986) . Economic consumers are the most interested in quality of the product. They enjoy less shopping than recreational consumers and express below average loyalty to store or a brand. In total, 56% of consumers in the survey were categorized as economic consumers.
Recreational consumers enjoy shopping as a use of their time. In the total, 44% of consumers in the sample were categorized as recreational consumers. When choosing store, this consumer consider the quality of merchandise and variety of merchandise and prefer high quality products. This finding is in line with the study of Bellenger and Korgaonkar (1980) . Their standards and expectations for products that buy are very high. This consumer tends to buy something new and is very fashion conscious. Recreational consumers are interested in newest fashion trends, while the economic segment is almost indifferent to fashion changes.
Gender differences in CSI
ANOVA was used to determine gender differences among young-adult consumers in their decisions-making styles. Results are presented in table 5. Our findings indicate that there were significant gender differences (p<0.05) on four factors of consumer-decision making styles (brand consciouness, novelty-fashion consciousness, recreational-hedonistic consumer and habitual, brand-loyal consumer). As compared to male consumers, females appeared to be less brand conscious and less brand loyal, but more novelty and fashion conscious and more interested in hedonistic shopping behaviour. However, on the other four factors no significant differences (p>0.05) in consumer decision styles between men and women were found. Those factors are: perfectionist consumer, price consciousness, impulsive consumer, and confused by overchoice consumer. Both male and female customers equally pay attention to quality, price, and variety of offered goods and behave in the same way regarding impulsivness in decision-making process. As expected, our study found statistically significant gender differences on four factors, which is in line with other research (Mitchell and Walsh, 2004) . Female consumer behavior tends to be similar as indicated in Underhill's study (1999) . Our study further indicates that male consumers became similar like female consumers among the young-adult consumers with respect to perfectionism, price consciousness, impulsiveness, and confused by over choice.
CONCLUSIONS
These papers assessed CSI instrument reliability and construct validity, and examined the potential of the CSI instrument for segmenting the markets in the Republic of Macedonia. Research results indicate that CSI instrument applied in the Republic of Macedonia show acceptable level of reliability, convergent and discriminant validity. Eight-factor model was confirmed, indicating that young adult consumers in the Republic of Macedonia express eight decision making styles. K-means cluster analysis produced two homogeneous segments of consumers: Economic consumers and Recreational consumers. The analysis of gender differences among young-adult consumers shows that significant gender differences (p<0.05) exist on four factors of consumer-decision making styles (brand consciouness, noveltyfashion consciousness, recreational-hedonistic consumer and habitual, brand-loyal consumer). It might be concluded that CSI instrument is applicable, and might be used as a tool for segmenting and profiling the consumers in the Republic of Macedonia.
Several managerial implications follow from the findings of this study. This study shows that in the Republic of Macedonia managers might use CSI instrument for market segmentation purposes. Marketing strategies should be carefully designed and be tailored to the specific needs of identified consumer decision-making styles segments.
This study is limited by several factors that should be addressed in future research. The analysis "took a snapshot" of a sample in the Republic of Macedonia. This research was done on university students who have limited marketplace experience and are still learning their consumer styles. Thus, it may not be possible to generalize the results in this study to whole population in the Republic of Macedonia. To gain a better and more general overview of this research area, future studies may expand the sample to include adult populations in the Republic of Macedonia. As this research included a relatively small sample size, future researchers may also focus their efforts on obtaining a larger number of respondents. Research might further investigate the relationship between CSI and other demographic variables (such as age and income) in the Republic of Macedonia. Despite these limitations, the results of this paper offer useful findings and pose some valuable managerial implications and direction for further research.
